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定。图 1 来源为 1888 年德国明信片，常常为乐观主义与悲观主义的研究所使用。
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20 名，男女各半，年龄 20 ± 0. 5 岁，矫正视力正常。未参加过类似实验。测试图片
均取自已投放市场的平面广告或截图。经过 7 名专家评定，确定符合内容效度的图
片 8 对 16 张。考虑实验的生态效度，保持原图片实际比例;考虑眼动显示屏的大
小，把所有刺激材料按比例缩小到像素 1024 × 768 之间。采用拓比 (Tobii)T120 眼
动仪 (瑞典产) ，连接至一台戴尔主机。该系统评价准确性为 0. 5 水平，采样率为








































































图 2 箭牌美国 (左)和中国 (右)官网广告
图 2 为 2016 年 12 月箭牌中美官网截取的 “咀嚼的益处”平面同款。美版广告
中，模特目光自左下到右上，不清楚指向，给读者想象的空间。图片背景完全虚
化，色相与女生肤色较一致，更突出白色牙齿。模特与观众没有眼神互动，读者是





图 3 高露洁美国 (左)和中国 (右)官网广告
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时，你不是你”(You＇re not you when you＇re hungry) ，2011 年播，时长 31 秒。中文篇
《林黛玉足球篇》，广告口号:“横扫饥饿，做回自己”，2011 年播，时长 30 秒。两
篇叙事情节设置基本一致:出场、主角倒地、主角起身并与队友对话冲突、递给士
力架、主角吃完充满活力重新开始比赛、对产品和品牌进行广告。















图 5 美国版 (上)和中国版 (下)与对员的冲突
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图 8 LV中英文官网眼动轨迹和热区图 (上为英文，下为中文)
(二)《模仿游戏》电影海报
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2009 年百事可乐推出视频广告———我能 (I CAN) ，讲述一位怀揣音乐梦想的年
轻人，坚持自己的信念，历经生活的艰难险阻和重重考验，攀登音乐舞台的故事。
英文篇推出时间 2009 年 1 月，时长 60 秒，主角不知名。中文篇 “百事我创”，推出











































图 13 英文版 (左)和中文版 (右)警署公告
(一)警署公告篇
英文警署公告由佛罗里达州莱克兰郡媒体统筹员罗宾·蒂利特 (Ｒobin Tillett)
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图 15 英文版 (左)和中文版 (右)烟草广告
(二)香烟广告男女篇
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图 18 办公软件 2010 中英文页眼动轨迹和热区图 (上为英文，下为中文)
(二)微软我们眼中篇
微软 2004 年 8 月推出这款 “在我们眼中孩子们个个了不起” (We see nothing
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图 19 微软我们眼中 (We See)英文 (左)和中文 (右)广告
图 20 微软我们眼中 (We See)中英文广告眼动轨迹和热区图 (上为英文，下为中文)
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苹果公司 2010 年在美国发布苹果手机 4，2011 年在中国发布。针对苹果手


















图 23 英文广告 (左)和中文广告 (右)
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图 24 高露洁英文广告 (上)和中文广告 (下)
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64 One Accord in Appearance, Divided in Heart: Semiotic and Eye Movement Analysis of Chinese/
English Ad Pairs
·Lin Shengdong, Liu Qijing, et al.
Abstract: This paper uses a series of Chinese/English ad pairs to study the visual communication between
different cultures. Based on semiotic and eye movement analyses, we find that beneath the surface of
similar visual components shared by Chinese and English versions, subtle changes reveal the preferences of
ways narrative and the priority of group/self between East and West.
90 City and Media: A Cultural Interpretation ofTa Kung Pao's Relocation to Shanghai in 1936
·Xu Jizhong, Wu Tingjun
As a kind of cultural form, city affects the growth mechanism and characteristics of media that grow in the
city. Tianjin and Shanghai are different cities, so they have different models of private newspapers. First
of all, Tianjin is a city that is more political and relatively more traditional. Literati newspaper is Tianjin's
type of newspaper. On the other hand, Shanghai is a modern commercial metropolis, so it has commercial
newspapers. The Shanghai version ofTa Kung Pao was established in 1936. How did it survive Shanghai
's culture and its newspaper market? In response to the different urban culture, the Shanghai version
differentiated itself from the Tianjian version by changing its content, advertisement, edit and management.
Nevertheless, it still carried intellectuals ' comment on politics, and the spiritual character of the Ta Kung
Pao never changed, reflecting its strong resilience.
109 Kuomintang and Chinese Communist Party's Public Opinion War and Kuomintang's Grand Strategy:
The Trial of Okamura Neji
·Zhao Guanghui
After the War Against Japanese Aggression, the merits during the war became an important basis for
political legality for the Kuomintang (KMT ) . They were the object of repeated construction and
propaganda by the KMT. However, the leniency towards Japanese war criminals dispelled the KMT's
effort. Okamura Neji, the former Japanese supreme commander, was shielded by the KMT because of his
important military value. The Communist Party of China launched a public opinion war. The KMT ' s
response was farfetched and passive. It was reluctant to punish Okamura Neji, and finally released him.
This in fact had deprived the KMT of its discourse power on its merits during the war. Setting such acts
against the KMT's total war theory, we can have a glimpse on the KMT's grand strategy, which puts
military success over other strategies.
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